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Aaker, David A. and Donald Norris. Characteristics of 
TV Commericals Perceived as Informative. No. 2, 
pp. 61-70. 

In an analysis of 524 TV commercials, some ex- 
pected and unexpected findings emerge as to 
what types of commercials are perceived as in- 
formative. 

Aaker, David A. and James M. Carman. Are You 
Overadvertising? No. 4, pp. 57-70. 

This review of advertising-sales studies analyzes 
the cumulative evidence to discover to what ex- 
tent it supports the hypothesis that substantial 
numbers of firms are overadvertising. 

Alreck, Pamela L., Robert B. Settle, and Michael A. 
Belch. Who Responds to ‘‘Gendered’’ Ads, and 
How? No. 2, pp. 25-32. 

In this study of ‘‘feminine’’ brands versus 
‘*masculine’’ brands, the authors 1) measure the 
effect of ‘‘gendering’’ brands in ads on their ac- 
ceptance by the same and the opposite sex; 2) as- 
sess the effect of individual sex-role adherence 
on perceptions of ‘‘gendered’’ brands; and 3) 
examine the relationships between demographic 
status and the adherence to sex-role prescrip- 
tions. 

Balducci, Phillip J. See Riter, Balducci, and Mc- 
Collum. 

Belch, Michael A. See Alreck, Settle, and Belch. 

Boote, Alfred S. Psychographic Segmentation in 
Europe. No. 6, pp. 19-25. 

Reports the results of a research study of com- 
parative values structure in three European 
countries (United Kingdom, Germany, and 
France) and the implications for an advertising 
campaign directed to these markets. 

Boyd, John H. See Schonfeld and Boyd. 

Bunn, Derek W. Audience Presence during Breaks in 
Television Programs. No. 5, pp. 35-39. 

This report of a British study of measurements 
of electrical activity during breaks in TV pro- 
gramming indicates that the drop in viewing dur- 
ing breaks does not appear to depend much on 
the time of evening or type of program, but 
upon the size of the previous program’s au- 
dience. 

Callahan, Francis X. Advertising and Profits 
1969-1978. No. 2, pp. 17-22. 

The findings of this ten-year advertising-sales 
correlation analysis are based on an analysis of 
17 consumer goods industries and the retail 
chain service industry. 

Cannon, Hugh. A New Method for Estimating the 
Effect of Media Context. No. 5, pp. 41-48. 


Describes how a new method used for estimating 
the effect of media context can be operational- 
ized in a practical media planning situation and 
presents results from a small pilot study. 

Cannon, Hugh and Gerald Linda. Beyond Media 
Imperatives: Geodemographic Media Selection. No. 
3, pp. 31-36. 

Discusses use of a geodemographic approach to 
media selection as opposed to the media impera- 
tives approach. 

Carefoot, John L. Copy Testing with Scanners. No. 1, 
pp. 25-27. 

Scanner copy testing proved to have strong con- 
ceptual advantages over many traditional copy- 
testing approaches in linking actual consumer 
purchase behavior to ad exposure in this study. 

Carlile, Franklin and Howard Leonard. Caveat: 
Venditor! No. 4, pp. 11-22. 

Report of a Young & Rubicam study of the 
various aspects of the ways people perceive 
advertising and the media, with particular atten- 
tion to deception. 

Carman, James M. See Aaker and Carman. 

Cunningham, Isabella C. M., Andrew P. Hardy, and 
Giovanna Imperia. Generic Brands versus National 
Brands and Store Brands. No. 5, pp. 25-32. 

This study, which was restricted to the analysis 
of one specific product class (canned foods), ad- 
dresses the question of whether loyal buyers of 
generic brand products differ from those cust- 
omers who are loyal purchasers of national and 
store brand products. 

Eckrich, Donald. See Krugman and Eckrich. 

Faberman, Jay and Allan Tarlow. Point of View: 
Price—The Forgotten Marketing Variable. No. 5, 
pp. 49-51. 

The research discussed in this ‘‘point-of-view’’ 
article is a concept test, the primary objective of 
which was to evaluate alternative concepts (i.e., 
product positionings and executions) and also 
evaluate the effect of two price levels; one, a 
premium price and the other, a parity price with 
the market leader. 

Fein, Gene. See Yuspeh and Fein. 

Friedman, Hershey H. See Rubin, Mager, and 
Friedman. 

Gates, Roger and Paul J. Solomon. Research Using 
the Mall Intercept: State of the Art. No. 4, pp. 
43-49. 

Analyzes the mall intercept interview as a data 
collection technique. 

Gutman, Jonathan. The Impact of Advertising at the 
Time of Consumption. No. 4, pp. 35-40. 
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The findings of this study to determine the im- 
pact of a promotional film (as compared to no 
promotional film) on the total audience of a 
movie—in this case, Eyes of Laura Mars—and 
on various audience segments have implications 
for more traditional types of consumer products. 
Hardy, Andrew P. See Cunningham, Hardy, and 


Imperia. 

Hartman, Timothy. See Richmond and Hartman. 

Imperia, Giovanna. See Cunningham, Hardy, and 
Imperia. 

Katz, William A. TV Viewer Fragmentation from 
Cable TV. No. 6, pp. 27-30. 

A Canadian study on the effect of fragmenta- 
tion—resulting from the growth of Cable TV— 
on Canadian television found that ratings have 
not dropped significantly in the major markets 
of Canada and predicts that they will not do so 
in the future. 

Kishi, Shizue (a). See Leckenby and Kishi. 

Kishi, Shizue (b). See Leckenby and Kishi. 

Kover, Arthur J. Point of View: The Legitimacy of 
Qualitative Research. No. 6, pp. 49-50. 

An expression of one man’s opinion on the 
qualitative-quantitative research dispute. 
Krugman, Dean M. and Donald Eckrich. Differences 

in Cable and Pay-Cable Audiences. No. 4, pp. 23-29. 
A study of cable-only and pay-cable subscriber 
segments reveals that the shifts occurring in tel- 
evision viewing will eventuate with changes in 
advertising and new technology consumption 
among these segments. 

Leckenby, John D. and Shizue Kishi. Performance of 
Four Exposure Distribution Models. No. 2, pp. 
35-44, 

This study defines and examines error factors in 
four multi-vehicle, multi-insertion exposure 
distribution models on 45 magazine schedules. 

Leckenby, John D. and Shizue Kishi. How Media 
Directors View Reach/Frequency Estimation. No. 
3, pp. 64-69. 

Presents the results of a national survey con- 
ducted among media directors of the top 200 
U.S. advertising agencies regarding their views 
on and utilization of reach/frequency estimation 
methods. 

Leonard, Howard. See Carlile and Leonard. 

Linda, Gerald. See Cannon and Linda. 

MacLachlan, James. Listener Perception of Time- 
Compressed Spokespersons. No. 2, pp. 47-51. 

Examines the extent to which listeners perceived 
time-compressed spokespersons in radio com- 
mercials (without music) as being friendly, 
knowledgeable, and enthusiastic. 

Mager, Carol. See Rubin, Mager, and Friedman. 

Matosian, Jackline. Effectiveness of Different 
Coupon Delivery Methods in Building Mass Transit 
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Ridership. No. 3, pp. 54-56. 

Reports the findings of a study designed to 
determine the effectiveness of free-ride coupons 
in increasing transit patronage on poorly utilized 
bus lines as well as compares the relative effec- 
tiveness of three different methods of .oupon 
distribution—direct mail, door-hangers, and 
newspaper inserts. 

Mattison, Mark. Techniques for Developing 
Newspaper Audiences. No. 2, pp. 11-14. 

Examines the results of a test of the two 
prevalent techniques used by research firms to 
measure accumulating newspaper audiences 
over a number of days. 

McCollum, Donald. See Riter, 
McCollum. 

Moberg, Patricia. Biases in Unlisted Phone Numbers. 
No. 4, pp. 51-55. 

This report on the results of surveys conducted 
by Pacific Northwest Bell demonstrates the prob- 
lems inherent in using telephone directories as 
sampling frames. 

Nielsen, Arthur C., Jr. The Outlook for Electronic 
Media. No. 6, pp. 9-16. 

A.C. Nielsen Jr.’s projection of the coming tech- 
nological changes in media in 1990 with the im- 
plications for the advertising and advertising re- 
search industries, as delivered in a speech to 
ARF’s eighth annual mid-year conference in 
Chicago. 

Norris, Donald. See Aaker and Norris. 

Olson, David, Mary Jane Schlinger, and Charles 
Young. How Consumers React to New-Product 
Ads. No. 3, pp. 24-30. 

The research reported in this paper confirms 
that consumers respond differently in a number 
of ways to commercials for new products than to 
those for established brands. 

Posner, Fred. Point of View: Persuasion or 
DAR?—The Wrong Question. No. 1, pp. 57-58 

Discussion on the debate between day-after 
recall and persuasion. 

Raj, S. P. Attractive and Retentive Effects of 
Advertising. No. 2, pp. 53-59. 

A methodology to isolate and measure the at- 
tractive and retentive effects of advertising is 
developed and applied to an actual advertising 
campaign in this article. 

Richmond, David and Timothy P. Hartman. Sex 
Appeal in Advertising. No. 5, pp. 53-61. 

This exploratory study presents and supports a 
hypothetical scheme of sex-appeal usage in 
advertising. 

Riter, Charles B., Phillip J. Balducci, and Donald 
McCollum. Time Compression: New Evidence. No. 
6, pp. 39-43. 

Reports the results from an experiment on time 
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compression to learn about its effects on com- 
munications and motivations in advertising. 

Ronkainen, Ilkka A. See Woodside and Ronkainen. 

Ross, Harold L., Jr. Recall versus Persuasion: An 
Answer. No. 1, pp. 13-16. 

This validation study offers objective evidence 
that a persuasion measure is a valid probabilistic 
tool for gauging selling effectiveness whereas 
proven recall is a very poor measure of a com- 
mercial’s effect on consumer purchase. 

Rubin, Vicki, Carol Mager, and Hershey H. Friedman. 
Company President versus Spokesperson in Televi- 
sion Commercials. No. 4, pp. 31-33. 

The company president was found to be more 
effective as an endorser than a nameless 
spokesperson in this study. 

Schlinger, Mary Jane. See Olson, Schlinger, and 
Young. 

Schlinger, Mary Jane Rawlins. Respondent 
Characteristics That Affect Copy-Test Attitude 
Scales. No. 1, pp. 29-35. 

This research examines relationships between 
scaled attitudinal reactions to television com- 
mercials and viewers’ demographic character- 
istics, their product usage and brand prefer- 
ences, and interview situational variables. 

Schonfeld, Eugene P. and John H. Boyd. The Finan- 
cial Payoff in Advertising. No. 1, pp. 45-55. 

Presents a formal model with corporate mar- 
keting expenditures as one decision variable, 
linked directly to the assumed corporate objec- 
tive of stock-price (shareholder wealth) max- 
imization. 

Seggev, Eli. Testing Persuasion by Strategic Position- 
ing. No. 1, pp. 37-42. 

Proposes a new approach to strategic brand 
positioning through the use of perceptual maps. 

Settle, Robert B. See Alreck, Settle, and Belch. 

Sissors, Jack Z. Confusions About Effective Frequency. 
No. 6, pp. 33-37. 

Discusses the semantic problems in dealing with 
research on the effective frequency concept. 

Solomon, Paul J. See Gates and Solomon. 

Tarlow, Allan. See Faberman and Tarlow. 

Vaughn, Richard L. Point of View: Creatives versus 
Researchers—Must They Be Adversaries? No. 6, pp. 
45-48. 

The author suggests a new code of working prin- 
ciples for creatives and researchers to take up in 
order to produce more effective advertising. 

Watson, John J. Interview Today’s Custo- 
mer—Tomorrow. No. 5 pp. 17-22. 

This article describes a new method called the 
Check-Call survey that is used to study cus- 
tomers rapidly without incurring the costs of 
locating purchasers. 
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Weinstein, Sidney. A Review of Brain Hemisphere 
Research. No. 3., pp. 59-63. 

Briefly summarizes the contrasting validity and 
the neuromythology of claims concerning the 
differential functions subserved by the right and 
left hemispheres in advertising research. 

Wells, William D. Point of View: Let’s Think While 

We Still Can. No. 1, pp. 61-63. 
Speculation on the probable good and bad con- 
sequences of the emerging new technologies. 

Woodside, Arch G. and Ilkka A, Ronkainen. Travel 
Advertising: Newspapers versus Magazines. No. 3, 
pp. 39-43. 

In this study of the cost and revenue perfor- 
mances of black-and-white and color travel ads 
placed in newspapers versus magazines, news- 
papers were found to outperform magazines for 
both the b/w and color ad campaigns. 

Yankelovich, Daniel. New Rules: Some Implications 
for Advertising. No. 5, pp. 9-14. 

Some personal reflections given by Mr. 
Yankelovich on the changes in American society 
that are making the 1980s very different from 
the past two decades and how these changes are 
affecting the advertising research industry. 

Young, Charles. See Olson, Schlinger, and Young. 

Yuspeh, Sonia and Gene Fein. Can Segments Be Born 
Again? No. 3, pp. 13-22. 

This article discusses procedures for assigning 
respondents in tracking and other tactical re- 
search studies into market segments derived 
from previous study and presents a case history 
in which a ‘‘segment-membership predictor’’ is 
developed. 

Zielske, Hubert A. Does Day-After Recall Penalize 
“Feeling’’ Ads? No. 1, pp. 19-22. 

The results of this study indicate that day-after 
recall may indeed penalize feeling television 
commercials relative to thinking television 
commercials. 

Zufryden, Fred S. Predicting Trial, Repeat, and Sales 
Response from Alternative Media Plans. No. 3, pp. 
45-52. 

Using split-cable data, the author provides sup- 
port of the viability of the model approach in 
terms of its ability to predict key measures of 
market performance as a function of specific al- 
ternative TV media plans. 

Editorials by Edward M. Tauber 

The Building and Decay of Brand Franchises. No. 2, 
p. 7. 

How Does Advertising Work? No. 6, p. 7. 

Questions or Answers? No. 5, p. 7. 

Research Motivation. No. 4, p. 9. 

Researching Durables. No. 3, p. 9. 

“Shed the Faith, Baby.’’ No. 1, p. 9. 
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